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Abstract 
 
The current UK economic climate is leading households into debt. 
The rising cost of living and inflation are resulting in households 
struggling with financial management. This has implications on the 
quality of life and economic mobility. Early motivation for and the 
utilisation of financial management tools can alleviate the risk of 
spiralling debt. In this paper, we present the case for a gamified 
collaborative financial management tool. We explain how current 
research has focused on individuals yet households often have 
shared and interweaving finances which would benefit from 
collaborative tools. We articulate the importance of motivation in 
financial administration and discuss the potential of gamification to 
motivate households in the proactive management of finances. In 
this regard, we describe the results of conducting a survey to 
investigate the case for gamification in household financial 
management. Our findings suggest that gamification may offer new 
ways to motivate household financial management and can help 
households manage their exposure to debt. 
Keywords: Financial Management, Budgeting, Gamification, 
Collaboration. 
 
1.0  Introduction 
The past decade has experienced a global recession and its detrimental impact on 
the quality of people’s lives.  The economic downturn resulting from the recession 
has been seen all over the world with the UK being no exception.  The UK 
experienced a 6.4% reduction in Gross Domestic Product (GDP) over 18 months 
immediately following the recession [1].  In its aftermath, commodity markets 
impacted UK households with higher prices, rising inflation and reduced economic 
opportunity [2]. Households have felt the pressure of this decline through reduced 
prosperity, dwindling effective income and a reduction in the quality of life [2, 1].  
The prevailing uncertain climate continues to strain households and is forcing 
many to resort to desperate and often unorthodox measures, such as mounting debt 
[1], which further compounds their suffering.  To alleviate households from this 
situation there is a greater need to manage household finances and rationalise these 
with the economic reality. 
Budgeting is how funds are allocated and utilised to reduce unnecessary 
expenditure and can serve as a critical tool in household financial management.  
Budgeting places importance on risk mitigation through careful planning and 
reflection and the utilisation of finite resources.  It helps anticipate expenses and 
reduces the possibility of emotional error in spending. Despite its benefits, many 
households do not budget or are unable to budget effectively. 
Households that struggle with budgeting tend to ignore common practices due to 
bias or negative perceptions towards the process [3].  They feel budgeting is 
unrewarding and often treat it as a trivial activity where little effort should be 
exerted [3, 4]. The experiences of individuals in the categorisation of expenditure 
also impacts the budgeting process often leading households to under utilise 
resources in key areas such as savings, food and travel [3].  Furthermore,  
households can find the process overwhelming and out of reach due to the 
complexity involved in the management of finances. This convoluted nature of 
budgeting leads to households reverting to mental strategies, making estimation 
errors or struggling with the timely tracking of expenditure. Mental strategies, 
despite their fallibility, remain the typical approach taken by households and 
individuals when budgeting mainly due to their flexibility and effortlessness [3, 4]. 
When mental strategies are used, they can lead to forgotten purchases and 
estimation errors which result from misunderstandings regarding the value of 
resources.  This can in turn lead to household debt [2, 1].  Indeed, households that 
do not hold an active record of expenses fail to mitigate the impacts of previous 
expenditure on subsequent purchases [3] further contributing to the complexity of 
budgeting and reducing the value households place on budgeting. 
Eliminating negative perceptions towards budgeting and promoting sound financial 
management practices remains difficult but there are existing approaches including 
the use of incentives, technology and training which can be effective in addressing 
such issues [5, 6].  However, these approaches are not without their own 
challenges. Financial institutions, for example, provide a range of online banking 
services to support their customers. These services include financial advice, 
management tools and recording features.  However these tools currently remain 
underutilised [3, 7].  A range of online web services also exist that offer 
households a plethora of modernised services, options, and tools towards better 
financial management but households have been slow to adopt such tools due to 
preconceived notions and lack of motivation [7].  This motivational apathy remains 
a persistent issue and its resolution lies at the core of effective budgeting strategies. 
2.0  Gamification 
Motivation strategies continue to be explored extensively in the literature with one 
particular trend being gamification.  This is the application of game elements and 
principles in non-game contexts. This approach attempts to capitalise on the 
strengths of games as powerful motivational mediums that engross players into 
endless hours of gameplay.  Games are enjoyed by players from diverse 
backgrounds and demographics.  They come in various forms and have the support 
and following of large communities of players.  They are currently the fastest 
growing market amongst entertainment sector due to their mass appeal [8]. In their 
online form, they are played by over 700 million people and make up 45% of the 
internet population [8]. Games and gaming transcend common barriers such as age 
and gender, with 46% female players and 54% male players across a wide age 
spectrum [8].  Many of the mechanisms utilised by games such as rewards, 
challenges and goals resonate with modern motivation theories which identify 
reinforcement, autonomy and growth as motivators [9, 10].  It is the mass appeal 
and motivational power that makes games and their application alluring to 
researchers interested in harnessing and realising their benefits in non-game 
contexts. 
 
The utilisation of game elements for the purpose of enhancing motivation in non-
game contexts has shown some success with an increasing number of studies 
indicating significant impact on motivation and engagement [11, 12, 13]. The 
extent to which game elements are incorporated into non-game contexts varies 
from study to study and has given rise to a range of terminology including game-
based learning and serious games [16].  Where gamification, game-based learning 
and serious games depart is the scope and breadth to which game elements are 
applied. Game-based learning incorporates games into the learning experience and 
allows players to explore the learning content of a game and often involves 
utilising games designed for entertainment in the learning context.  Gamification 
on the other hand takes a considered approach to applying game mechanics and 
principles to the non-game context [11].  Serious games attempt to go further in 
that they apply game elements to every aspect of the experience.  These are 
essentially games that are designed with a serious purpose in mind – a purpose 
other than entertainment.  Each approach has its merits and varying degrees of 
success.  The gamification approach is particularly attractive due to its flexibility 
and contextualisation in comparison to a game-based approach.   The gamification 
approach also has lower barriers when contrasted with the serious games approach 
which entails the design of a complete gaming experience. Furthermore, a number 
of existing studies support the case for exploring the gamification of financial 
management [11, 13] and have shown promising results in this regard.   
3.0  Perceptions of Gamified Budgeting 
In this study we investigated the strategies and perceptions of households towards 
budgeting and the potential for its gamification.  A survey based methodology 
derived from survey construction techniques [14] was utilised to gather 
information on household financial management strategies and their limitations as 
well as the role that gamification can potentially play in this respect.  The survey 
was designed with six dimensions in mind relating to personal, household, physical 
and local, online and mobile financial management as well as the gamification of 
financial management and gamified collaboration. Each question set was designed 
to target different aspects of financial management and thereby elicit the budgeting 
habits of the participants. 
3.1  Demographic Data 
The survey was delivered online and completed by 32 participants of whom 50% 
were male and 50% were female.  The predominant age group was 18-23 and the 
respondents included 50% married or civil partnerships, 46.9% single, never 
married individuals as well as 3.1% divorced.  Furthermore, 56.3% were currently 
working, 21.9% were students and 21.9% were not working. 
Table 1: Demographic Data 
Demographic Variables N (%) 
Age 18-23 
24-29 
30-40 
41-49 
50+ 
16 (50.0) 
4   (12.5) 
1     (3.1) 
6   (18.8) 
5   (15.6) 
Gender Male 
Female 
16 (50.0) 
16 (50.0) 
Household 
Standing 
Single, never married 
Married or civil partnership 
Divorced 
Separated 
Widowed 
15 (46.9) 
16 (50.0) 
1     (3.1) 
0     (0.0) 
0     (0.0) 
Professional 
and 
Employment 
Status 
Employed 
Self-employed 
Student 
Retired 
Unemployed and looking for work 
Unemployed and not looking for work 
Unable to work 
16 (50.0) 
2     (6.3) 
7   (21.9) 
1     (3.1) 
2     (6.3) 
1     (3.1) 
3     (9.4) 
3.2  Results and Discussion 
The first dimension of the survey focused on the individuals and the methods and 
technology utilised by them to manage finances.  Table 2 shows that over 81% of 
the participants managed finances using electronic means and did so on a semi 
regular basis. However, 34.4% of the individuals did not record their expenditure 
suggesting an ad hoc approach to financial management.  Interestingly, 71.9% of 
the participants saved or planned towards a goal showing trends found in other 
studies [15] and which are particularly suited to gamification where there are goals 
and rewards. Saving towards a goal presents a regular opportunity for an individual 
to track, record and reward a user on the path towards their financial goals. 
Table 2: Personal Financial Management 
Question Variables N(%) 
How often do you check 
your bank balance? 
Once a day 
Multiple times a day 
Multiple times a week 
Multiple times a month 
4   (12.5) 
4   (12.5) 
18 (56.3) 
6   (18.8) 
How often do you record 
your spending? 
Every time I make an expenditure 
Multiple times a day 
Once a day 
Multiple times a week 
Once a week 
Multiple times a month 
Once a month 
Never 
3     (9.4) 
2     (6.3) 
4   (12.5) 
3     (9.4) 
2     (6.3) 
6   (18.8) 
1     (3.1) 
11 (34.4) 
What do you use to 
record your expenditure? 
Notebook or paper methods 
Use a digital document 
Using a website 
Using a mobile application 
Other 
No response 
6   (18.8) 
9   (28.1) 
1     (3.1) 
7   (21.9) 
0     (0.0) 
9    (28.1) 
Do you save or plan 
towards a goal? 
Yes 
No 
No response 
23 (71.9) 
8   (25.0) 
1     (3.1) 
 
 
The second dimension of the survey focused on establishing the way households  
managed finances. Table 3 shows that amongst participants who shared finances 
with their partner, 68.9% of participants communicated decisions pertaining to 
financial matters with their significant other with 50% doing so at least on a bi-
weekly basis.   Majority (95.8%) of the participants indicated that they 
communicated with their partners verbally suggesting that the participants tend to 
rely on informal or more intimate approaches when discussing financial matters.  
Given that over 95% of the participants actively communicate about their finances 
with their partner and 50% of these do so on a fairly regular basis, there is potential 
for collaborative gameplay in the gamification of household budgeting. 
Table 3: Household Financial Management 
Question Variables N(%) 
Does your household share 
finances between you and 
your partner? 
Yes 
No 
I do not have a spouse or partner 
18 (56.3) 
5   (15.6) 
9   (28.1) 
How frequently do you 
discuss finances with your 
spouse or partner? 
Once a day 
Once a week 
Once every two weeks 
Once a month or more 
Incomplete or no response 
4   (12.5) 
10 (31.3) 
2     (6.3) 
6   (18.8) 
10 (31.3) 
If you do, how do you 
communicate the 
information to them? 
I talk about my finances 
I show them my finances 
I give them access to my 
finances 
23 (95.8) 
0     (0.0) 
1     (4.2) 
Would you like your 
spouse or partner to be able 
to see your finances? 
Yes 
No 
13 (54.2) 
11 (45.8) 
Would you like to be able 
to see your spouse or 
partner’s finances  
Yes 
No 
16 (66.7) 
8   (33.3) 
Do you and your partner 
save and plan to a goal 
together? 
Yes 
No 
No response 
18 (75.0) 
6   (25.0) 
 
 
 
A further dimension addressed in the survey relates to the nature of financial 
information tracked by households and the means by which this is tracked.  Table 4 
shows the responses of participants who actively recorded or tracked their 
expenditure.  The results suggest that 62.5% of participants who tracked 
expenditure tended to track a summary of expenses.  This may be due to 
convenience or limitations of their financial management strategy.  As the 
participants tend to rely on mental strategies, tracking detailed information may be 
difficult if not impossible. 
The sensitive nature of personal financial data means that households can be 
concerned about how data is stored and processed.  This is evidenced in the results 
of Table 4 where 71.9% of the respondents did not want their personal information 
stored online and 87.6% did not want their financial data shared with a third party.  
This suggests that autonomy is an important motivator for the respondents as it 
allows them to self manage and gives them a sense of control over how their 
sensitive data is captured and processed. This suggests autonomy needs to be a 
fundamental consideration in any effective budgeting strategy if it is to be adopted 
by households. 
Past experience and perceptions about the value of technology also seem to play a 
role in the motivation of the participants and affects the strategies they adopt. 
Table 4: Physical and Local Financial Management 
Question Variables  N(%) 
What information do you 
track? 
Where you spent 
What time of the day you spent 
What day you spent 
What company or place the 
transaction took place 
Whether you used cash or a 
credit/debit card 
A summary of how much you 
spent (daily, weekly etc.) 
13   (40.6) 
0       (0.0) 
8     (25.0) 
10 (31.25) 
 
6   (18.9) 
 
20 (62.5) 
I do not want to share my 
information with another 
party (i.e. company or 
institution) 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
0     (0.0) 
1     (3.1) 
3     (9.4) 
10 (31.3) 
18 (56.3) 
I do not want my 
information stored online 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
0     (0.0) 
1     (3.1) 
8   (25.0) 
13 (40.6) 
10 (31.3) 
I prefer my style of tracking 
and monitoring finance 
information over any other 
online/mobile tool I have 
tried or seen 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
2     (6.3) 
6   (18.9) 
10 (31.3) 
7   (22.9) 
6   (18.9) 
Do you share this 
information with your 
spouse or partner? 
Yes 
No 
No response 
18 (56.3) 
6   (18.9) 
8   (25.0) 
Does a spouse or partner 
share this information with 
you? 
Yes 
No 
No response 
15 (46.9) 
8   (25.0) 
9   (28.1) 
 
 
Table 5 shows that amongst the participants only 40.6% had attempted to or 
currently use a mobile application or website as part of their financial management 
strategies.  Furthermore 62.5% of the participants were not in favour of utilising an 
application or website that stored their data online.  This reluctance to make use of 
available online tools is consistent with findings of other studies [7] and seems to 
stem from the limitations of the technology as well as the concerns relating to the 
personal and sensitive nature of the data.   
 
Table 5: Online or Mobile Financial Management 
Question Variables  N(%) 
Have you tried or use an 
application or website to 
manage your finances? 
Yes 
No 
13 (40.6) 
19 (59.4) 
The application or website was 
too complicated/hard to use 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
4   (12.5) 
1     (3.1) 
7   (21.9) 
2     (6.3) 
1     (3.1) 
The application or website did 
not have a good tutorial or walk 
through 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
3     (9.4) 
3     (9.4) 
5   (15.4) 
4   (12.5) 
0     (0.0) 
The application or website did 
not have the tools I wanted 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
2     (6.3) 
2     (6.3) 
3     (9.4) 
6   (18.8) 
2     (6.3) 
The application or website did 
not provide me with enough 
information (e.g. reports 
calendars or graphs)  
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
1     (3.1) 
3     (9.4) 
4   (12.5) 
5   (15.4) 
1     (3.1) 
I could not share/sync the 
information between my 
devices 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
2     (6.3) 
2     (6.3) 
4   (12.5) 
6   (18.8) 
1     (3.1) 
I did not want my finance 
information on the internet 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
2   (13.3) 
0     (0.0) 
7   (46.7) 
5   (33.3) 
1     (5.6) 
I could not share the 
information with others 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
3     (9.4) 
3     (9.4) 
6   (18.8) 
0     (0.0) 
2   (6.3) 
Would you use or try another 
application or website that gave 
you the option to store them 
(your finances) on the internet? 
Yes 
No 
12 (37.5) 
20 (62.5) 
 
Another dimension explored by the survey was the attitudes of participants towards 
gamification.  Amongst all the participants only 25% had previously encountered 
the term gamification.  Despite this the participants showed a strong appreciation 
for the mechanisms used for gamification. 
Table 6: Gamification of Financial Management 
Questions Variables N(%) 
Have you heard of Gamification 
before? 
Yes 
No 
8   (25.0) 
24 (75.0) 
Rewards and progression will 
make me want to keep using the 
application or website 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
2     (6.3) 
1     (3.1) 
6   (18.8) 
15 (46.9) 
8   (25.0) 
If these rewards were new 
features and tools I would use 
the application or website 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
4   (12.5) 
1     (3.1) 
11 (34.4) 
12 (37.5) 
4   (12.5) 
If these rewards were tutorials 
and courses I would use the 
application or website 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
3     (9.4) 
4   (12.5) 
14 (43.8) 
9   (28.1) 
2     (6.3) 
If I could disable the rewards but 
have the option I would use the 
application or website 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
3     (9.4) 
4   (12.5) 
17 (53.1) 
6   (18.8) 
2     (6.3) 
 
Over 71% of the participants felt that rewards and progression would influence 
their motivation for using an application or website with 50% of participants 
favouring rewards in the form of new features and tools. 
The final dimension explored by the survey focused on the collaborative aspects of 
household budgeting.  Over 34.3% of the participants showed an interest in using 
collaborative tools where their partners could contribute towards the rewards 
suggesting that collaborative gamified approaches may be able to further motivate 
household financial management and budgeting. 
Table 7: Gamification Collaboration 
Question Variables N(%) 
If you allowed your spouse or 
partner access to the application 
or website, I would use the 
application or website more? 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
5   (15.6) 
1     (3.1) 
8   (25.0) 
9   (28.1) 
3     (9.4) 
If your spouse or partner 
contributed towards rewards I 
would use the application or 
website more 
Strongly disagree 
Disagree 
Neither agree nor disagree 
Agree 
Strongly agree 
3     (9.4) 
2     (6.3) 
9   (28.1) 
8   (25.0) 
3     (9.4) 
 
4.0  Conclusion and future directions 
Financial management remains a challenging proposition for many households.  
The findings of this study suggest that households continue to rely on trivial 
strategies such as mental budgeting techniques which are prone to errors and 
omissions.  Whilst households are not fully satisfied with their current strategies, 
there exists apprehension towards the adoption of more sophisticated or robust 
techniques.  This partly stems from the perceived limitations and distrust of current 
technology in handling sensitive personal data.  But it also stems from a lack of 
motivation for engaging in a potentially consuming process with perceivably few 
rewards.  Gamification can make the process of budgeting more gratifying by 
attempting to induce fun into the process.  Mechanisms that provide rewards, 
progression, autonomy and collaboration can enhance the experience of household 
budgeting and can be strong motivators for change.   
The findings of this study are consistent with existing studies [4, 5, 9] which 
suggest that gamification has the potential to motivate household financial 
management.  As future work this study proposes to investigate the application of a 
gamified budgeting application for household budgeting. 
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